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ABSTRACT 
The main goal of this study to investigate the mediating effects of consumer individual values 
on the relationship between exposure to global marketing activities and consumption 
behavior. To this end, at first the study tests the previous proposition of direct path of the 
effect of exposure to global marketing activities on consumption behavior (of global foods 
and drinks, global clothing and accessories, household appliances and communications), then 
to examine the mediating effects of consumer individual values on fundemental relationships 
using Schwartz's basic values. This research supported the significant contribution of 
predictor variable to consumption behavior of four proposed product categories, among them 
the mediating roles of consumer individual values were observed on consumption behavior of 
household appliances and communications. The study also highlighted significant 
implications for consumer affairs specialists and managers. 
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